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1998 Program Overview-Test Results 

- Tested in Chicago and St. Louis (3 nights each) in 
October 

- Advertised via Alternative ROP, Direct Mail(Chicago) 
& in Bar POS 

- 200 Miles allowed Smoker 21 years of age and Guest 
(free) into venue 

- Surprise Element, Artist/Band name not published 
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• Test Program Results 


- 3 Participating Bands - Big Head Todd & The 
Monsters, Los Lobos & Soul Asylum 

- Full buffet served - recipes from Marlboro 
Cookbook 

- Consumers had unique opportunity to meet artists 
up close and personal at the conclusion of the 
evening 
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1999 Timeframe 


• Events will run from Mid-June to first week in November 

• 6-8 events in each market (3 week intervals) 

• 3 Week intervals allow buzz to build in market, (word-of- 
mouth) 
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New York 

Philadelphia 

Detroit 

Chicago 

Atlanta 

Miami 

Boston 

Minneapolis 

Houston 
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Dallas 

San Francisco 
Los Angeles 
Portland 
Seattle 
St. Louis 
Pittsburgh 
New Orleans 
San Diego 
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• Alternative ROP 

• Direct Mail 

• In-Bar POS (printed materials/Bar materials) 

• Promotional CD (In-Bar only) 

• Retail 

• 800 Marlboro Number 

• Word-of-mouth 




Source: https://www.industrydocuments.ucsf.edu/docs/rjlm0004 











•Third Eye Blind 

•Radiohead 

•Big Head Todd/Monsters 

•Natalie Imbruglia 

•Tracey Chapman 

•Maxwell 

•Los Lobos 

•Soul Asylum 

•Goo Goo Dolls 

•Jimmy Ray 

•Collective Soul 

•Hootie/The Blowfish 

•Counting Crows 

•Semisonic 

•The Verve 

•Foo Fighters 

•Bush 

•Cheap Trick 
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Ideas to Generate Word-of-Mouth 


• Music bar nights 

- Use name generation to give-away electric guitar signed 
by artists/bands. 

- Recommend spread Artists/band name through word-of-mouth 

• Premier Event - First Night in each Market 

- Invite Bar owners/bar tenders, DJ’s and people in the 
entertainment field, PM sales and key accounts to kick-off 
event in each market 

- Create excitement and start the buzz 

• Promotional CD 

- Medley of 10 second snippets of songs by artists 

participating in program 8 

- DJ’s at participating bars can use this to create awareness 
and excitement 
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Source: https://www.industrydocuments.ucsf.edu/docs/rjlm0004 










Event Night 

• Avoid making event too promotional 

• Enhanced signage and visibility on stage 

- Specially designed stage backdrop 

- Additional pods and/or light boxes 

• Finger food from the Marlboro Cookbook 

• Artist/band will be encouraged to interact with audience 
while performing and after the show 

- Personal photo credential which can be personally 

autographed by artist 9 
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•Calendar - Markets and Routing 
•Tentative Artist/Band List 
•Catering Menu 

•Venue/Bar Contract (from EMI) 
•Quantities of POS (printed/bar materials) 
•Agency Contract - EMI(draft) 
•Venue/Bar Contract Approval 
•Market Site-Checks (all markets) 
•Finalize Venue/Bar Contracts 
•Signage Inventory (pods, Light Boxes) 
•Ordering of POS (printed/bar materials) 
•Finalize Artist/Band Contracts 
•Promotional CD Script/Legal Approval 
•Art and Keyline 

•Ship all POS (printed/bar materials) 
in market 

•Signage (Pods, Light boxes, etc) already 
in market 

i 
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Due Week of 2/22 - Received 

Due Week of 2/22 - Received 

Due Week of 2/22 - Received 

Due Week of 2/22 - Received 

Due Week of 2/22 - Received 

Due 2/25 

Due 2/25 

Week of 2/25 

Week of 3/8 

Due Week of 3/8 

Due Week of 3/8 

Due Week of 3/28 

Due Week of 3/28 

Due Week of 4/1 

Due Week of 5/17 
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• Not using Artists/band names allows long term 
commitment to build discovery & mystery to the 
program 

• Artist/band will be more apt to request a higher 
guarantee (higher fee) to have their names and 
likeness used in print pre-promotion and/or 
advertising 

• Do not want Artists/bands name to detract from 
Marlboro Event 

• Marlboro Name itself brings credibility to the 
program without mentioning the Artist/band 

• In not using the Artists/bands name we create a grass 
roots level promotion adding mystery and excitement 11 
to all of the events 
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Source: https://www.industrydocuments.ucsf.edu/docs/rjlm0004 





















• Not using Artists/band names allows long term 
commitment to build discovery & mystery to the 
program 

• Artist/band will be more apt to request a higher 
guarantee (higher fee) to have their names and 
likeness used in print pre-promotion and/or 
advertising 

• Do not want Artists/bands name to detract from 
Marlboro Event 

• Marlboro Name itself brings credibility to the 
program without mentioning the Artist/band 

• In not using the Artists/bands name we create a grass 
roots level promotion adding mystery and excitement 

to all of the events 

1 
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Miles for Admission - Agenda 



• 1998 Program OverView 

• 1998 MFA Research Findings 

• 1999 MFA Plan Recommendation 


- Markets 

- Timing 

- Miles VaJras 

- Communication Strategy and Vehicles 

- Event Night 
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Miles for Admission 


• 1998 Program Overview 

- Tested in Chicago and St. Louis (3 nights each) in October 

- Advertised via Alternative ROP, Direct Mail(Chicago) & in Bar POS 

- Smokers brought 200 Miles to bar to gain entry to Marlboro Party 

- one friend got in free 

- Surprise Element, band name not published 

- 3 Participating bands - Big Head Todd, Los Lobos & Soul Asylum 

- Food from Marlboro cookbook 
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Miles for Admission - Test Program Results 


Over 50% of the participants are new to Miles * 

- 84% have not participated in MU1, MU2 or MU3 

Young adult smokers * 

Creating grass-roots buzz 

- 48% of participants heard about the program through a friend 

- Editorial in local St. Louis alternative ROP 

- Mention in ‘Spin’- national music oriented magazine 


survey results from redemption forms 

\ 




Source: https://www.industrydocuments.ucsf.edu/docs/rjlm0004 
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Miles for Admission - Test Program Results 


Effectiveness of Communication Vehicles * 



CHICAGO 

ST. LOUIS 

Friend 

46% 

51% 

Mail 

26% 

n/a 

Bar POS 

16% 

21% 

ROP 

8% 

20%** 

Other 

3% 

7% 


* Survey results from redemption forms 

** St. Louis events bad write up in local alternative ROP 
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Miles for Admission - Test Program Results 


Initial consumer reactions 
•Better than Miles for Gear 

•Cool program - never been done before 

•Reporter - ‘Wonderful Event’ 

•Consumer at Bar Night focus group loved event 
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Miles for Admission - Key Learnings 




Key Learnings from MFA 1998 

• Music is most important component of program 

- Band delivers value 

- Recommend to spread band name through word of mouth 
•Simplify communication 

•Miles are a question 

- consumers who attended event - ‘excellent value’ 

- but barrier to entry for some 

•j^llow program to build 
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Miles for Admission -1999 Recommended Plan 


Objective: Generate news and excitement among YAS 
New way to use Miles 

Strategy: Generate greater YAS participation through broader geographical roll-out 
Build greater program awareness through word of mouth 

Tactic: Penetrate select markets with increased number of events (wider, deeper) 
Utilize retail to create awareness 
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Miles for Admission -1999 Recommended Plan 


Markets 

• Participate in select Metro markets with underdeveloped or declining YAS share. 


er markets where bar culture 

is prevalent. 

- New York A 

- Dallas O 

- Philadelphia A 

- San Francisco 

- Detroit & 

- Los Angeles 

- Chicago 

- Portland 

- Atlanta ^ 

- Seattle 

- Miami & 

- St. Louis 

- Boston A 

- Pittsburgh^ 

- Minneapolis 

- New Orleans 

- Houston 

- San Diego 


• Selected markets comprise 31 % of total Marlboro shipment volume 

• Selected markets comprise 75% of Metro markets 
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Miles for Admission - 1999 Recommended Plan 


Timing 

• Events runs from mid June to end October 

• 6-8 events in each market (depending on market size) 

• Run every other week to allow buzz to build in a market 

• Include, where possible Thursday nights 
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Miles for Admission -1999 Recommended Plan 


MW 


Communication Vehicles 

• Alternative ROP 

• Direct Mail 

• In-Bar 

• Retail 

• 800 Number 

• Word of Mouth 

r, 
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Miles for Admission - 1999 Recommended Plan 
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Recommended Communication Strategy - 3 levels 

1. Printed Materials 

• Band Name will not be published 

• Marlboro Cookbook food communicated on some pieces 

• Simplify communication message wherever possible 

2. Telephone Line 

Most printed materials will direct consumers to a toll-free telephone number for details 
on events 

- Hint at caliber of artists/ relay bands that played for 1998 program 

- Designated for MFA e.g. 1-800-MilesNite 

- Localized 

3. Word of Mouth 

Encourage word of mouth and grass roots buzz. 

Band i^ame could be spread through bar tenders,bar owner, event promoters and TSMs. 
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Miles for Admission - 1999 Recommended Plan 
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Retail 

Strategy 

• Awareness 

POS Materials 

• Impactful pieces that support program and Marlboro Image 

• Pieces will have overall program message (Poster, Static Cling, Floor Decal) 

- Not event specific 

- Not dated so can stay up in store 

• Incent TSM’s to place and maintain POS 

- TSMs on guest list for first 3 events 
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Miles for Admission -1999 Recommended Plan 


Alternative ROP 
Strategy 

• Awareness 

• Information 

ROP Tease 

• Start with ROP Tease in each market before events start 

- to build awareness and excitement 

- encourage consumers to save miles 

Main ROP 

• Run 1 week before and week of event 

- event specific 

- communicate program details 

V - Where 

-What 
- How 


i 
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Miles for Admission - 1999 Recommended Plan 




Direct Mail 

. . r 

Strategy 

• Awareness 

• Information 

• Mail to Marlboro and Competitive YAS on database 

• Mail piece would contain 

- details of first 3 event listings 

- communication to check local alternative ROP for information on future events 

- redemption form 
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Miles for Admission -1999 Recommended Plan 




Bar POS 
Strategy 

• Drive Smokers that visit bar to MFA event 

• Create awareness and communicate program details prior to event in the bar 

- Posters 

- Fliers 

- TO Box w/ redemption form 

- Table Tent 


i 
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Miles for Admission - 1.999 Recommended Plan 




Ideas to Generate Word of Mouth 


• Music Bar Nights 

- Use name generation or raffles to give away tickets to MFA event 

- Build excitement and anticipation for MFA 

• PR Party 

- invite Bar owners /tenders, DJs, reporters and people in the entertainment 
business, sales & key accounts to kick off party in each market. 

- create excitement and start buzz 

• CD - medley of 10 secs snippets of songs by artists participating in program 

- DJs at participating bars can use this to create awareness and excitement 
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Miles for Admission -1999 Recommended Plan 
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Event Night 

• Avoid making event to promotional 

• Enhanced signage and visibility on stage 

• Finger food from cookbook. 

• Band will be encouraged to interact with audience while performing and after the show. 
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